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The concept of halal in Islam is very specific motives which are to preserve the purity of 
religion, to safeguard the Islamic mentality, to preserve life, to safeguard future generation 
and to maintain self-respect and integrity. Halal and haram are universal terms that apply to 
all aspects life. According to Robin (2004), “lack of knowledge, awareness and understanding 
of the halal concept among Muslim entrepreneur and the manufacture of halal products may 
cause the loss of appreciation to halal”. The study aims to examine the level of halal 
awareness and knowledge among the Muslim students entrepreneur programme towards 
producing halal products. This study is conducted at University Utara Malaysia (UUM). The 
information for the study was gathered from the survey questionnaire that obtained from the 
Muslim students and processed with SPSS v.22 statistical technique. The survey questionnaire 
was given to 274 respondents Muslim. The results from this study, shows that respondent 
have positive entrepreneur intention and behavior toward producing halal product. 
 




Halal consumption is a compulsory to all Muslims. Halal food can gives confidence to the 
Muslims and non-Muslims alike in terms of safety, hygiene, and quality that are believed by 
Muslim consumers. Halal is a Quranic term means that “lawful, permitted, allowed or legal”. 
Opposite of halal is haram (unlawful, illegal or permitted) (Department of Islamic 
Development Malaysia (JAKIM, 2005; Muhammad et al., 2009; Rosly, 2010). In this case, it 
is a Fard’ Kifaya for our manufacturers to produce halal product because Islam are very 
concerned about the purity of variety of things. 
 
According to Mohamad (2013), 80% of the domestic market share of halal foods and products 
are dominated by non-Muslim entrepreneurs. In this regard, the awareness about the 
importance of halal product use by Muslim provided by Muslim entrepreneurs should be 
given attention.  
 
Muslim entrepreneurs should take the opportunity to be involved in the halal industry because 
that industry can provide profit and advantages towards the entrepreneurs. This is because the 
percentage of Muslim entrepreneurs involved in the halal industry now is very less compared 
to non-Muslim entrepreneurs. In this case, it can be more advantages for the Muslim 
entrepreneurs to be involved in the halal industry as it brings more confidence to the 
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consumers to purchase halal product from another Muslim. According to Rahim, Shafii and 
Shahwan (2015), today with a growing Muslim population of 1.7 billion and will increase in 
the future, will cause demand for halal products to also increase. Hence, Muslim 
entrepreneurs should have the awareness to produce halal products which can fulfill the 
demand of the Muslim consumer. 
 
In this case, the awareness of all parties, especially the Muslim entrepreneurs in the producing 
halal products must be emphasized to ensure this issue does not affect the market of halal 
products in the country. Knowledge about halal is very important to consumer and 
entrepreneur. They must understanding about halal concept before producing the product in 
order to obtain halal certification. The matters that are related to halal certification and halal 
logo should be focussed by JAKIM to help consumers identify the actual mark. 
 
STATEMENT OF THE PROBLEM 
 
According to Robin (2004), “lack of knowledge, awareness and understanding of the halal 
concept among Muslim entrepreneur and the manufacture of halal products may cause the 
loss of appreciation to halal”. In addition, because of the small number of Muslim 
entrepreneurs in the industry, the competition between the non-Muslim and Muslim 
entrepreneur will be stronger as the Muslims are at a disadvantage being a minority and this 
will make it difficult to Muslim entrepreneur to get involved in halal entrepreneurship. As 
Muslim entrepreneurs, they should have knowledge of halal. This is because from that it can 
easier for them to produce halal product and increase the number of existing Muslim 
entrepreneurs. 
 by Mohamad in 2013, nowadays many halal products are dominated by non-Muslim 
entrepreneurs compared Muslim entrepreneurs. According to Mohamad (2013), from the 
statistic, that 80% of halal food and products are manufacture by non-Muslim. In this case, the 
Muslim entrepreneur should be more active in halal products of the manufacturing. This is 
because, Muslim entrepreneurs has the knowledge  about halal and understand more about 
halal in the production process of halal food and products compared to non-Muslim 
entrepreneurs as it is more sacred to them. Therefore, it is important to carry this study among 
Muslim Student in Entrepreneur Programme in order to deepen the understanding of their 
awareness and knowledge about halal product. This study will apply a quantitative approach 
to examine the halal awareness and halal knowledge among the Muslim Student in 
Entrepreneur Programme toward producing halal product. The main method of the data 
collection will be survey questionnaire which consists of four categories. The data will be 








The concept of halal and haram is very widespread. Halal is a Quranic term that means 
“lawful, permitted, allowed or legal”. Opposite of halal is haram (unlawful, illegal, or 
permitted) (Department of Islamic Development Malaysia, 2005; Muhamad et al., 2009; 
Rosly, 2010).  In Islam, consume halal products is the claims of God on humans, especially 
for Muslims. According to Rahman and Mohamed (2006), this Halal matter is a concept that 
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Halal certification is to confer any rights for entrepreneurs to produce products that have been 
believed and recognized halal by JAKIM (Guidelines for halal certification, 2005). Hanzae 
and Ramezani (2011), halal certification is not only to ensure that Muslims eat or use it 
according to the law of Islam, but it is also made to encourage the manufacture and 
production of products by Muslim entrepreneurs to meet the halal standards set. 
 
Halal Marketing 
According to Che Omar, (2013), the demand for halal products is very high because of the 
growing Muslim population, in the rate by USD 346.7 billion or equivalent to RM1317 billion 
per year. The increasing Muslim population, Malaysian governments has the mission to bring 
Malaysia as the International Halal Food Hub at the international and make Malaysia the 
global halal certification centre. With the intention to become a major centre for the 
production of halal products, Malaysia has developed a special zone for the production and 
processing of halal products. To make Malaysia a global halal hub, should we need to have 
entrepreneurs who have the ability and efforts to produce various products and halal products. 
This can be done by placing many manufacturers of halal products among small entrepreneurs 
is in each state. 
 
Halal Awareness 
Awareness in the context halal means one’s perception knowledge and understanding of halal 
products that produced today both in terms of food, cosmetics, clothing, medicines, 
equipment and so on. Awareness exists within the individual through the way they think about 
something in the depth. Every Muslim entrepreneur has a different level of awareness in the 
production of halal products. So the concept of awareness in this context can be described as a 
process or levels of awareness among Muslim entrepreneur towards producing halal product 
(Ambali & Bakar, 2012). 
 
Halal Knowledge 
Halal knowledge is about knowledge that should have in every Muslim entrepreneur such as 
knowledge in term of halalan toyyiban, implement the production process, packaging, storage, 
logistics and others (Wahab, 2004). According to Mohiyaddin (2006), from the study 
conducted, the knowledge of halal concept among producers is vital. In Malaysia, most of 
entrepreneurs have a good understanding and knowledge on halal food and food hygiene 
including ways it is prepared, processed and marketed. According to Said, Hassan and 
Rahman (2013), consumers usually make a decision based on their perception including 
knowledge and some of experiences.  
 
Halal Product 
Mohamad (2013), states that 80% non-Muslims manufacturers have dominated the market for 
halal products and the rest are Muslims. He added that Muslim entrepreneurs should dominate 
this industry and take the opportunities that exist to further enhance the involvement of 
Muslims in this industry and make the most profit from the halal products. 
 
Che Omar (2013), in his writing states that halal products of Muslim entrepreneur are facing 
the problem in term of branding and packaging. In terms of branding, there are some items 
that do not shown the characteristics of halal. The error cause it does not look like halal, 
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especially in view of the Muslim consumer. In this case, the characteristics of halal products 
manufactured must also be emphasized by the Muslim entrepreneurs, to give confidence to 
consumers of halal products. 
 
P.Rameli, Ab. Aziz, Wahab and Amin (2014), in the production of a product, there are some 
key elements that need to be considered in producing halal products, namely in terms of the 
type of product, the basic principles of production, the production of halal and halal 
certification. In order to determine and select the products that will be produced, 
entrepreneurs have to consider factors such as “halalan toyyiban”, benefits, the worship, the 
viability and competitiveness. All of these elements are important in the production of halal 
products according to Islamic Shari'a. 
 
Intention to Producing Halal Product 
Intention is one of the factors that influence a person's behaviour and how people are effort to 
try something different. In this study it is focused more on an entrepreneur intention to 
producing halal products. Intentions play an important role in creating the action to be taken 
on something. Ajzen and Fishbein (1975), define intention as a person location on a 
subjective probability dimension involving a relation between himself and some action. 
Entrepreneur intention is commitment to involve in generating new ideas and do something 





Figure 1: Research Framework of the study 
 
The following Hyphothesis are proposed: 
H1: There is a significant relationship between halal awareness and intention towards 
producing halal product. 
H2: There is a significant relationship between halal knowledge and intention toward 
producing halal product. 
H3: There is a significant relationship between halal economy and intention toward producing 
halal product.  





This research used quantitative research methods. Researchers use questionnaires to obtain 
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students in UUM's entrepreneur programme towards producing halal. The target population 
for this research was the Muslim students in UUM’s entrepreneur programme. The 
information for the study was gathered from the survey questionnaire that obtained from the 
Muslim students. The survey questionnaire was given to 274 respondents Muslim. Statistical 
analysis of the data surveyed was performed using Statistical Package for Social Science 




Demographic Profile of Respondent 
Out of 280 questionnaires that were distributed through quota sampling, 274 completed 
questionnaires were returned and been used to analysis. Demographic including gender, age, 
semester and family background business. The demographic profile of respondent is shown in 
table. There was a biased in the sample toward females (86.9%). The largest age group was 
20-22 years old which is 139 students (50.7%), while the smallest respondent age group was 
23-25 years old with the 135 students (49.3%) and there were no respondent age group was 
26> years old.  
 
In addition, the majority of the samples which is 146 students (53.3%) were from semester 7 
and semester 6 with four students (1.5%) as the lowest semester group. In term of family 
background business, 159 respondents (58.0%) said that their family not from business 
background and 115 respondents (42.0%) said that their family comes from business 
background. 
Table 1: Demographic Profile of Respondent 
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Reliability and Validity Assessment 
The reliability and validity assessment were conducted on all constructs (i.e. halal awareness, 
halal knowledge, halal economy, intention and behaviour). The reliability of the constructs 
was evaluated using Cronbach’s Alpha. A Cronbach’s Alpha value of at least 0.7 is 
commonly seen as accepted (Churcill and Brown, 2006). 
 
According to Table 4.2, the Cronbach’s Alpha value of behaviour is 0.904, entrepreneur 
intention is 0.881, halal awareness toward producing halal product is 0.793, halal economy is 
0.783 and halal knowledge toward producing halal product is 0.769. This can be concludes 
that all the items in each construct of this study show a stable and consistent result. Therefore 
for the present study, the measurements of the entire construct are acceptable for reliability, as 
the numerical values of these are close to the standard or exceeded 0.700. 
 
Table 2: Summary of Reliability Statistics 









Halal Awareness toward 







2. Halal Knowledge toward 
Producing halal product 
0.763 12 274 
3. Halal Economy 0.783 6 274 
4. Entrepreneur Intention 0.881 5 274 




As far as this study concerned, this study used the quantitative research method to measure 
the level of halal awareness, halal knowledge and halal economy among the Muslim students 
in UUM’s entrepreneur programme towards producing halal products. The factor analysis 
shows that all the result for the items in halal awareness, halal knowledge, halal economy, 
entrepreneur intention and behaviour. This means that all the constructs were loaded in their 
factor respectively.  
 
In this study the data also show through the Cronbach’s Alpha. From the data, the data that 
was obtained from this method, most of the result exceeded 0.700. This means that all the 
results are positive and it has a relationship between each other. Behaviour is having the 
highest Cronbach’s Alpha value (0.904) while entrepreneur intention is having the second 
highest apha value (0.881), followed by halal awareness (0.793), halal economy (0.783) and 
halal knowledge (0.763). All variables that were constructing are good internal-consistency 
reliability because they score more than 0.700. 
 
In particular, the finding of this study can help readers understand the determinant of halal 
awareness and halal knowledge among the Muslim students entrepreneur programme toward 
producing halal products. The results show that, the relationship between halal awareness and 
intention towards producing halal product was positive and significant. While for the 
relationship between the halal knowledge and intention also was significantly positive. The 
halal economy was positively and significantly related to intention towards producing halal 
products. In the other hand, intention towards producing halal products was positively and 
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significantly related to behaviour for to be Muslim entrepreneur. In this study, all the factor of 
halal awareness, halal knowledge and halal economy was significantly related to behaviour 
intention to examine the level of Muslim student entrepreneur Programme towards producing 
halal products. 
 
In conclusion, this study has been to achieve the desired results. Based on the results obtained 
from the survey questionnaire, the level of halal awareness and knowledge among Muslim 
students entrepreneurs programme is very high. This shows that Muslim students from this 
programme have the knowledge about halal concept towards producing halal products. From 
the results, most of them also have the intention to produce halal products in the future either 
for the local and international market. It is clear here that the students of entrepreneur 
programme in UUM’s are aware about the importance of halal products to consumer Muslims 
for future. Therefore, as prospective entrepreneurs towards producing halal products in the 
future, they must have broad knowledge of the concept of Halalan Toyyiban in producing the 
halal products. 
 
LIMITATION AND SUGGESTIONS FOR FUTURE RESEARCH  
 
This study has several limitations that call for further research on the matter. First, there are 
short time constraints to complete the study. This is because the time given to complete this 
study was only three months. Therefore, researcher difficult to complete this study and lack of 
time to collect the data in a transparent manner from respondents. For future research, it 
should give more time to complete this study. It is to enable researchers to obtain data 
required which is more accurate. Second, the limitation faced was when respondent less 
cooperative during the researcher distribute questionnaires. Most of them less interested for 
answering the questionnaire that given to them. This is because the respondent did not take 
seriously on about the questionnaire. This is happen when they are not read the question 
properly and casually answer it. Hence, it will make the data analysis become inaccurate with 
the information given by respondent. In the future, respondents should indicate their interest 
to answer questions and gives cooperation to the researcher which is want to get data from 
them. It is to enable the researcher to obtain the precise data. Finally, there are also some 
respondents who have little knowledge about the principle of Halalan Toyyiban. Therefore, 
there are unsatisfactory results regarding their knowledge of the halal concept. As a 
conclusion, researchers hope that this study will provide university students a useful 
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